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Abstract 
Purpose of the article is to find answer on stated hypothesis if exist dependence between foreign shares in a company and 
realisation of marketing activities in engineering companies in the Czech companies. High competitive environment influences 
permanent pressure on companies which are in turn force to monitor and adapt the order to retain their expected market 
position.The result of the paper is describing relevant approach to prove efficiency of realisation of marketing activities in 
relation with engineering companies. Realisation of marketing activities has become realm where is possible to find opportunities 
to increase own competitiveness in connection to the growing competitive environment. 
© 2014 The Authors. Published by Elsevier Ltd. 
Peer-review under responsibility of the Kaunas University of Technology. 
Keywords: Marketing effectiveness; marketing activities; foreign shares; metrics. 
1. Introduction 
The current highly competitive environment wields permanent pressure on companies which are in turn forced to 
monitor and adapt to important trends and changes in order to retain their planned positions on target markets. For 
Czech companies, marketing management becomes an area, in which they can still seek to improve even after more 
than twenty years of operation in a market economy. A constant improvement of competitiveness, through which the 
company owns relevant competences determining its position in the market can be found, poses a challenge to Czech 
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companies of all sizes and areas of business (Tomek, Vávrová 2011). As a result of the markets globalization and 
identifying new opportunities lead to blurring of boundaries of each sector. Individual areas (e.g., computer and 
consumer electronics) come together in way that traditional manufacturers of these categories focus on producing 
new products like MP3 players, plasma TVs and camcorders (Kotler, Keller, 2012). 
The industrial market has become now much more complex process, which introduces requirements for further 
use of the tool. In connection with the ongoing economic crisis, there are new opportunities for corporate innovation, 
which are important to be measured (Drugã, 2009). Modern businesses are dependent on the control of intangible 
assets such as brand, intellectual property, human capital or market relationships (Ambler, 2002). In order to 
marketers of these abstracted elements to determine whether they are effective or not, must be able to convert the 
results into financial terms (Kotler, Keller, 2006). 
According to the authors Zahay and Griffin (2010) there is a main problem that companies do not measure their 
own performance on the customer level. Enterprises operating in industrial markets are much more sensitive to sales 
volume than it is for businesses in the consumer markets. This has an impact on a misunderstanding of the results 
obtained from previous successful marketing programs. Measuring the performance of customers is usually 
depended on the area of corporate activity, especially in industry. Barwise and Farley (2004) state that companies, 
which use or plan to use metrics for measuring, tend to use more diverse measures. 
Marketing activities could be defined from different perspectives. Siu (2002) and Mohamad, Ramayah and 
Puspowarsito (2011) describe marketing activities as set of areas in which company have to interested in because of 
the effective satisfying customers´ needs. Own realisation marketing activities has become wide area – from point of 
view of marketing mix there are different approaches how to fulfil individual requirements. Whole marketing mix 
helps to manage knowledge and supports corporate processes (Webb, et al., 2011). 
Individual marketing activities are blending together and influencing the others. They cannot be classified in only 
one group. On marketing activities is possible to see from different perspectives. Among the most important 
aspects,which could be applied in company, is possible add: (1) marketing activities from point of view of time, (2) 
marketing activities from point of view of marketing mix, and (3) marketing activities from point of view of the 
market. 
Success of individual marketing activities could be validated as effectiveness of realised marketing activities. A 
suitable approach focuses on those activities which have a direct impact on customers, primarily on the product and 
forms of marketing communication. However, the whole process of marketing effectivenessneeds to undergo a 
process of continuous improvement, especially in economic and financial crisis. Manufacturers that want to achieve 
with your own marketing audit, which identifies the major shortcomings of the current approach to measuring 
effectiveness (Christian, 1959). 
Effectiveness of marketing activities is defined as return of invested funds into these activities. For evaluation 
there are many various methods how to measure these activities (Kotler, Keller, 2006). For the measuring there are 
applied several groups of marketing metrics, which help to quantify possible trend, dynamics or characteristics 
(Farris et al., 2010).Measuring the performance of marketing activities becomes business process that provides 
performance feedback on the results of realised marketing activities. Business performance becomes an important 
part of corporate budgeting and performance compensation and promotion (Clark, Abela, Ambler, 2006; Gineviþius, 
Podvezko, Gineviþius, 2013; Kožená, Chládek, 2012). 
Marketing metrics (as way how to find effectiveness) could reach the highest level of priorityin whole business 
environment, because of creating competitive advantage. The reason should be dissatisfaction with traditional way 
of measuring marketing activities, connected with accounting, corporate cost-trends, or rapid progress of IT (Seggie, 
Cavusgil, Phelan, 2007). 
Nowadays, it is possible to use many different methods as marketing metrics. These methods help track business 
performance through data collection from individual marketing activities, such as marketing campaigns, marketing 
channels or customers responsiveness (Li, 2011). 
The main aim of this paper is to identify impacts of the foreign equity holders on realisation of marketing 
activities in Czech engineering companies. Main hypothesis is that there is dependence in realisation of marketing 
activities and their performance in connection with foreign equity holders. 
This paper strives to analyse the condition of marketing management in the Czech environment by means of an 
analysis and subsequent presentation of selected data obtained by primary research concerning the utilization of 
426   František Milichovský and Petra Koudelková /  Procedia - Social and Behavioral Sciences  156 ( 2014 )  424 – 428 
marketing activities, and to use the results as a basis for a professional discussion of one of the proposition in the 
research, i.e., that after more than twenty years of operating in a market economy, marketing management remains 
an area in which Czech companies can seek improvements in order to increase their competitiveness. 
2. Method 
To answer hypothesis there was applied Pearson’s chi-square test on data from questionnaire survey. Whole 
questionnaire has included both types of questions – open and closed. From point of view of closed questions there 
were two types of choice possibility. These types include (a) one choice of the answer list, (b) two and more variants 
of choice (ěezanková, 2010). 
To process the results of the questionnaire survey were used basic types of descriptive statistics on the selected 
data set (Table 1). The data were processed by using the statistical program IBM SPSS Statistics 20, which was 
subsequently analyzed the dependency between the two nominal variables by means of contingency tables and 
Pearson’s chi-squared test. The basic population was created by 366 respondents that were chosen in random way 
from company data set. The sample included 147 companies which answered the questionnaire. 
Table 1.Structure of respondents according company size and classification CZ-NACE 
 Company size Classification CZ-NACE 
 Frequencies 
Cumulative relative 
frequencies 
Frequencies 
Cumulative relative 
frequencies 
Small company (0-49) 85 57,82 % 111 75,55 % 
Medium company (50-249) 42 86,39 % 23 91,20 % 
Large company (over 250) 20 100,00 % 13 100,00 % 
Variance 147  147  
From marketing performance area were used only data focused on engineering companies in Czech Republic in 
2013. The conditions for choice of companies, we used, were: 
1 geographical location (Czech Republic), 
2 classification of economic activities according to CZ-NACE, reduced to information and communication 
area. 
• 28 - Manufacture of machinery and equipment 
• 29 - Manufacture of motor vehicles, trailers and semi-trailers 
• 30 - Manufacture of other transport equipment. 
3. Results 
Basic representative sample was made by 366 companies to which were the questionnaire sent. From this amount 
of 366 companies were received answers from 147 companies (effectiveness of the research was over 40%).The first 
part of the paper presents main secondary information, which was processed by many scientific articles and 
literature. The main part of the paper introduces research data that was obtained from the primary research, which 
was focused on the marketing performance in Czech engineering companies. 
Table 2. Distribution of enterprises with foreign shares and realisation of marketing activities 
 Foreign shares Total  No Minor Major 
are not dealt with 95 8 4 107 
own marketing department 10 0 0 10 
parent company 5 1 22 28 
outsourcing 2 0 0 2 
Total 112 9 26 147 
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From point of view of corporate performance there exist several areas which entice corporate attention. Due the 
aim of the paper, an analysis of dependency of variables was carried out only between realisation of marketing 
activities and foreign shares in Czech engineering companies. In order to establish the dependency test, statistical 
testing using chi-square test was used. The individual responses on dependency of foreign shares and realisation of 
marketing activities are recorded in contingency table (see Table 3). The results of the dependency test examine the 
dependency between engineering and impact of marketing activities. The results of the dependency examination in 
individual variable categories are depicted in the following results of Pearson’s chi-square test.Pearson’s chi-square 
test does not work with variables as dependent and independent units. It is two-sided test, therefore, is not possible to 
determine what cause is and what effect is. Purpose of this method is to find if exist between two variable 
dependence, not which variable is dependent on the other.  
Table 3. Pearson´s test of the relationship between marketing activities and foreign shares 
 Value df Assymp. Sig. (2-
sided) 
Approx. Sig. 
Pearson´s chi-square 89,555a 6   
Likelihood Ratio 76,382 6 ,000  
Linear-by-linear association 57,465 1 ,000  
Contingency coefficient ,615   ,000 
a. 7 cells (58,3%) have expected count less than 5. The minimum expected count is ,12. 
 
Maintaining the reliability of the test, there was compared the established value with 0.05 which represents a 5% 
reliability level. The established values of Į= 0.000 has been less than 0.05, which brings the conclusion that an 
alternative hypothesis applies – there is a dependency between foreign shares and realisation of marketing activities. 
Previous results showed that there is a relationship between foreign shares and realisation of marketing activities. 
Subsequently, the degree of such dependency was examined. To that end, the intensity of dependency determined by 
means of contingency coefficient was used.The intensity of dependency ranges between <0;1>. That means that the 
higher the absolute value, the greater the intensity of dependency. The value 0,615 means that the intensity inclines 
to be on a good level. Answer for defined hypothesis could be (according the research), that there exist dependence 
between foreign shares and realisation of marketing activities. 
Due to the lower number of values in the pivot table, that is used to calculate the Pearson chi-square, was required 
validation. To verify the validity dependence using Pearson's chi-square test was still used Spearman's correlation 
coefficient, which expresses the relation between the observed variables. This coefficient can take values in the 
interval <-1, 1 ޓ. In terms of the relationship between foreign shares and the implementation of marketing activities 
to achieve the value of 0.563 what indicates moderate dependence. 
There is possible to mention that almost all marketing activities are realised in small or medium frequencies (1-2 
times per year and 3-6 times per year) according their percentage means. Individual results of these frequencies are 
mentioned in Table 4. These distributions are caused due the including individual company to multinational group, 
which could create significant influence on own realisation of marketing activities. 
Table 4.Counts of frequencies of realization marketing activities 
 Never 
(0 times per year) 
Rarely 
(1-2 times per year) 
Sometimes 
(3-6 times per year) 
Regularly 
(7 and more) 
Total 
Product 15 10,20 % 40 27,21 % 69 46,94 % 23 15,65 % 147 100 % 
Price 12 8,16 % 52 35,37% 65 44,22% 18 12,24% 147 100 % 
Promotion 54 36,73 % 79 53,74% 10 6,8% 4 2,72% 147 100 % 
Place 23 15,65 % 43 29,25% 65 44,22% 16 10,88% 147 100 % 
Mean X 17,69 % X 36,39 % X 35,54 %  10,37 % X X 
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4. Conclusions 
Engineering industry is one of the most challenging sectors, which is characterized by a wide range of products 
and close connections with other fields. It represents the most important part of the industrial market. Due to 
globalization of markets (not only the engineering market) is to create more competition and pressure on the 
provision of value, especially on quality, price and volume of production (Ambler, 2002). For these reasons, 
companies have to focus on monitoring the effective implementation of marketing activities. The reason for this 
monitoring is that is not appropriate to follow any activity without measuring their impact on the enterprise 
(Halachmi, 2005). 
Enterprises with foreign capital participation are affected by risks, which can significantly reduce the company's 
capacity to act in the Czech Republic. These risks include the most important possibilities (Synek, Kislingerová, 
2011): (1) loss of majority control in the company, (2) the impact on the existing structure of production programs, 
which can be ineffective, (3) different targets foreign enterprises and enterprises in the Czech Republic, (4) decision-
making powers to move abroad. In possibly multinational companies that have subsidiaries in the Czech Republic, is 
to exert influence on decision-making processes "daughters". Organizationally, this leads to the centralization of 
certain business units (Tomek, Vávrová, 2011; Synek, Kislingerová, 2011).On base of the Pearson´s chi-square there 
was confirmed hypothesis, that way of realisation of marketing activities is depended on foreign shares in Czech 
company. That finding points on rather low ability to be tenderable in comparison with other competing companies. 
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